With the growth of global economy, TV commercials not only have added a new dimension to the communication process throughout the world, but also have been widely recognized as authentic materials that can be beneficial to the need-based learners. This paper attempts to analyze the performance of two groups of students' persuasive speech presentations, one in the traditional mode and the other was with TV commercials to examine the impact of using TV commercials in the language classroom. This paper includes the result of a survey conducted on the students of Stamford University Bangladesh. It also discusses the limitations of using TV commercials in the context of learning EFL (English as Foreign Language)/ESL (English as Second Language), particularly in Bangladesh.
Introduction
The persuading nature and worldwide accessibility of TV commercials have made them an invaluable source of authentic materials to be used in classrooms in the context of EFL (English as Foreign Language) and ESL (English as Second Language). In a very short span of time, the premeditated attempts of commercials leave an undeniable impression on our minds, arises certain kind of emotion that also lure us to consume the advertised products. Therefore, the appealing nature of commercials affirms its effective applicability for teaching materials in language classroom especially in case of teaching "Persuasive Speech". Again, if the students can find out the manuals that advertisers use to increase the irresistible power to make a quick persuasion in commercials, it will surely accelerate learners' understanding of various aspects of persuasion.
Similarly, the use of commercials in the speech classroom can be a rewarding experience for the language teachers. Facilitators can easily utilize advertisements as teaching resources that are beneficial for students in creating an interest in learning. A compelling TV commercial as a dominant device can create a greater impact on the audience's psychology. Smith and Rowley (1997) illustrate the following:
A second benefit of the commercial is that it is designed to have an impact. Viewers remember what they hear, sometimes even when they do not understand the message, because the visual and musical reinforcement is strong and lasting. We often hear a NELTA slogan or a tune rolling around in our heads hours after we have turned off the TV. (Designed for an Impact, para. 1)
Study purpose
The purpose of this study is to measure the effectiveness of using TV commercials in Public Speaking Course particularly in teaching persuasive speech. It also intended to evaluate the impact of TVcommercials on the learners and their learning processes.
Literature review

Reasons of using TV commercials in ESL/EFL classes
The use of TV commercials in language classrooms is beneficial for language learners for certain reasons. First, though learners need to know the function of language for communication, most often English is taught separately from the context where it is used in society. To make the language learning interesting, and to ensure students' active participation, teachers need to enliven their classes with authentic materials. Jordan (1997) refers to, 'authentic texts as texts that are not written for language teaching purposes '. (p.113) . It also goes with the idea of Nunan (1999) that authentic materials help bring the contact to life, and ultimately make learning and using language more meaningful, and ultimately easy for students (p. 212). Davis (1997) explicates that commercials have not been fabricated, arranged, or simplified for the consumption of the language learner.(Rationale Behind Using TV Commercials Messages: Commercials are authentic, para.1). In fact, the languageteaching profession has long had advocated of the classroom use of advertising as authentic material (e.g. Davis, 1997; Doering, 1993) . Commercials provide an opportunity to learn about the use of language and also the authentic social context where it is used. Nunan (1989) identifies authentic material as any material which has not been specifically produced for the purposes of language teaching (p. 54).
Advertisements are a great source for the reflection of the society. Winnail has argued that textbooks are restricted as most language textbooks, which are used in classrooms, are written for non-native learners and they are not authentic enough for practical usage (as cited in Williams & Rates, 2006, p.4) . According to Tuzi, Mori and Young (2008) , 'Television commercials can provide a treasure trove of language learning opportunities' (Conclusion section, para.1). Watching commercials exposes learners to true-life language, demonstrating them the extent to which they can handle real-world inputs successfully. Moreover, seeing the language used in real life contexts in advertisements also helps the students to become autonomous learners. Exposure to commercials in the classroom engenders in students a stronger sense of language autonomy-the feeling that they can actually function linguistically beyond its walls (Davis, 1997) .
Second, the use of authentic materials in language classroom also enhances the scope of doing authentic assessment which allows students to apply their acquired knowledge and construct meaningful responses. Callison (1998) defines authentic assessment as an evaluation process that involves multiple forms of performance measurement reflecting the student's learning, achievement, motivation, and attitudes on instructionally-relevant activities (p.1). As TV commercial is one of the most available authentic materials, teachers can design more engaging tasks by using it such as oral presentations, NELTA individual projects, demonstrations, performances and assignments, etc.
Third, the brevity of TV commercials also enhances its suitability in language classrooms. It is not a difficult task for language teachers to select, manipulate and prepare a TV commercial for applying into their classrooms. TV commercials are short, on average lasting 30 to 50 seconds. Their lengths are ideal for new language learners (Davis, 1997; Erkaya, 2005) .
Moreover, the most striking feature of an advertisement is its distinctive linguistic features that can convince the audience. It is different from the common language as it follows a style of immediate impact and quick persuasion (Pop & Sim, 2010) . In addition to that, the language of commercials is simple, purposeful, rich, striking and engaging. It can attract its audience instantaneously through its persuasive slogans, catchy songs, and striking visual images which are both visually and linguistically memorable (Smith & Rawley, 1997) .
In addition to that, advertisements contain audio-visual aids which create an intrinsic motivation for students as they contain innovative devices. Martin (2012) states, 'Advertising messages trigger emotions, grabbing and holding the attention of an audience, and therefore stimulate students' interest and motivation' (p.162). Davis (1997) 
Definition of persuasive speech
According to Lucas (2001) , the persuasive speech is:
A speech designed to change or reinforce the audience's beliefs or actions. Most of us do a certain amount of persuading every day, although we may not realize it or call it so. Public speaking to persuade is essentially an extension of this. It is an attempt to convert a whole group, not just an individual, to your point of view on a particular subject (p. 368).
Persuasive speech invites the audience to adopt a particular view and take action accordingly, and the persuasive speaker attempts to achieve this purpose through appealing to the emotion, values and beliefs of the audience.
Definition of TV commercial
In simple words, a commercial advertisement on television (generally abbreviated to TV commercial) can be defined as a television programming which is produced and paid for by an organization and used as a medium for informing people of something by drawing attention to it.
Moreover, an advertisement may be defined as a public notice. Harris and Heldon (1962) define advertisement as a medium 'designed to spread information with a view to promoting the sales of marketable goods and services' (p. 40), or defined as a vital marketing tool a well as a powerful communication force. Furthermore, Bovee (1992) defines advertising as 'the nonpersonal communication of information usually paid for and usually persuasive in nature about products, services or ideas by identified sponsors through the various media' (p. 7).
Rationale for choosing advertisements in persuasive speech class
After completing Fundaments (ENGL 100) and English Composition (ENGL 101), students of Stamford University Bangladesh need to enroll for Public Speaking course. This course is designed to help students to improve their oral skills in order to make them better speakers. According to Lucas (2001) , 'the ability to speak (and write) persuasively will benefit an individual in every part of their life from personal relations to career aspirations' (p. 368).
Like self-introductory and informative speech, it is compulsory for students to give a presentation on persuasive speech. Even though persuasive speech is supposed to be delivered extemporaneously, it has been observed that most of the students do well in other speeches.In case of persuasive speech presentations, their performance is not up to the standard. Most students miss the essence of persuasion in their speeches. Even after explaining the relevant theoretical concepts of persuasive speech, in time of their delivery, most often, they fail to determine and apply the elements required to grab the attention of the target audience. Considering them, to help students, I decided to use advertisements in my class as those are created to persuade people and always designed to address a specific audience. For this purpose, I have selected Proactiv Solution as it is rated as one of the most persuasive TV advertisements (http:// www.toptenz.net/top-10-persuasive-tvads.php). It first appeared on MTV, MTV2, E!, Style in July, 2006 with celebrity endorsement from Lindsay Lohan.
Reasons for selecting Proactiv commercial
Title of Commercial:Proactiv solution Duration: 2 minutes and 3 seconds Celebrity Endorsement: Lindsay Lohan
The process of selecting the advertisement is an important aspect of the whole approach as its effectiveness depends on choosing the right one. Apart from having the rating, I have selected Proactiv commercial to use it in my classroom also for the following reasons: · It is short, lasting not more than 3 minutes, so the students do not lose their interest and concentration.
·
The advertisement covers various persuasive techniques and follows a specific organization style. · Emphasis is given on the exposure of language in the advertisement, and no jingle has been included.
Aspects of TV commercial that were shown to the students
Being an instructor of Public Speaking course for several trimesters, I have noticed that in time of preparing and presenting persuasive speech, most students face problems because they lack knowledge of incorporating different techniques to make their speech more convincing. In addition to that, most often they struggle with structuring their speech. Therefore, I decided to use Proactiv commercial in my class as it covers various persuasive techniques and follows a specific organization style.
How the commercial was used in persuasive speech classroom
Before showing the advertisement in the classroom, students were made familiar with different persuasive techniques and useful organizational method. So, when those techniques and organizational patterns were explained to students with the help of the commercial, it became easier for students to identify and internalize the usage of those techniques and organization method.
To make the learning effective, some steps were followed while introducing the commercial. The commercials were shown twice to students. At first, an onscreen commercial was shown without giving any pause, so that the students can have an overall impression of the advertisement. Then, when it was played for the second time, students' attention was drawn to certain techniques and organization methods by giving pause several times to highlight some aspects.
Introducing techniques of persuasion through the selected commercial
The most common techniques that are found in most advertisements are discussed below one after another along with their application in the selected commercial.
I) Persuasive language in advertisements:
First of all, the most noticeable feature of an advertisement is its language. Generally, all advertisements frequently use verbs, phrasal verbs and adjectives, rhetorical questions, advertising slogans with a purpose to lure the audience.
In Proactiv commercial we also find some commonly used verbs and adjectives. They are as follows: (There is an animated representation onscreen of healing acne). · It's standard. It has three steps. In addition, it is easy to take with you. It is also easy to travel with which I find really good. Actually, I think I will keep some in the car too.
(Lindsay displaying impressing expressions) · Proactiv guarantees that your face will be clean, healthy and blame free, or your money back. So with a sixty-day guarantee, why not try it? What have you got to lose?
The effectiveness of the product is depicted from the use of Proactiv, portraying contrasting pictures of Lindsay's face with acne before using Proactiv and later on her acne free and radiant skin after using Proactiv. V) Action: It convinces the audience that the ad informs them of the address, contact number, email address etc. are required to buy the product.
NELTA · Act quickly and receive free upgradepriority mail shipping. Call one eight hundred, five three seven, ninety nine hundred.
Research methodology The participants
All the participants in this study were undergraduate students from a private university, namely Stamford University of Bangladesh. The participants were the students of two sections (batch 49) from the department of Computer Science and Engineering (CSE). The students were particularly chosen for the study because they were doing a public speaking course in which they had to give persuasive speech presentations.
Methodology
In persuasive speech presentations, the performance of the students was evaluated based on five criteria: language skills, speaking style/delivery, use of reasoning and evidence, effective use of visual aids and overall organization (see the rubric in the appendix section for the grading criteria). In this study, to evaluate the impact of TV commercials on the learners and their learning processes,performance assessment, a type of authentic assessment was administered. Stiggins (1987) states that performance assessments call upon the examinee to demonstrate specific skills and competencies, that is, to apply the skills and knowledge they have mastered (p. 34). For this purpose, in total the presentation performance of 60 students was assessed. The participants were divided into two groups, each group with 30 students. To see the effectiveness of using commercials in persuasive speech class, a commercial was used deliberately with one group (Group A) and using it with the other group (Group B) was avoided. Both groups of students were selected as they were from the same department and from their earlier performances in the class; it was observed that they shared almost the same extent of intellect and comprehensive ability. To get the authentic results, with both groups the same text The Art of Public Speaking (7 th edition) written by Stephen E. Lucas was used; all other classroom materials were kept identical and they received the same lectures. Finally, they were asked to give presentations on the same topic for performance assessment. Throughout the procedure, only one exception was made; Group A was exposed to a TV commercial and Group B was not.
After the presentation, a survey was conducted on 30 students who were shown commercial (Group A) in the classroom. In addition to that, a questionnaire consisting of seven close-ended questions was circulated among the students of the same group. Therefore, it can be seen that in this study data was collected by assessing students' performances and by carrying out a survey. Furthermore, in this paper, the author has also shared some of her opinions based on her experiences. Therefore, the nature of the study is -mixed method -as it has both qualitative and quantitative components.
Data analysis procedure
Independent sample t-test was used to find out the significant mean difference between performances of the two groups. The result of the survey conducted among the participants was counted into percentage.
Findings and discussions
For performance assessment, in their persuasive speech presentation, all students (Group A and Group B) were told to promote a product or service that interests them.They were free to use any creative techniques to reach their goal of promoting any product or service and had to show how the product or service was excellent and changes the attitudes and behavior of the audience toward it by being persuasive. The students were 19-22 years old, and they were full of enthusiasm. The analysis of their presentation is as follows:
Observed Categories The bar graph gives a comparison between marks obtained in the above mentioned five categories by the students of Group A (who were shown the commercial) and Group B (to whom the commercial was not shown). It can be observed that Group A got more marks in each category than Group B.
Total presentation marks for each student was 10. Each category carried equal marks that is 2; each group had 30 students; therefore, by multiplying the marks and number of students, total marks in each category was 60 and total marks of 5 categories was 300 (60×5 = 300).
The effectiveness of using advertisements has been reflected in presentations of the students of group A. The highest score obtained by Group A was 58 in category (II), whereas, for Group B, the highest score was 40 in category (III). The marked difference between the groups took place in category (II), here. Group A got 58 and Group B got 28, and the difference in marks was 30. The least difference between the groups was in category (III), where Group A scored 48 and Group 2 scored 40, and the difference of marks was only 8. The second highest difference occurred in category (IV), where Group A got 56 and Group B received 30 and the difference of marks was 26. In the remaining categories, Group A received 51 and 54 and Group B received 35 and 37 in category (I) and (V) respectively.
To ascertain whether there were any differences between the performances of the two groups of students in terms of efficacy of TV commercial, the total mean score difference and each categorical mean difference were calculated through an independent t-test sample. The result of an independent sample t-test is presented below:
The total mean score was 8.9 (±.67) for Group A and 6.67 (±.96) for Group B. The presentation scores of Group A and Group B were compared using an independent samples t-test. There was a significant difference between the scores of Group A and Group B as t value is 15.1 at p<.01.
When considering different categories, it is found that all of the other categories are significantly varied across Group A and Group B at P<.01. Therefore, the commercial had a significant impact on the students who received it as a part of their instruction in the persuasive speech class.
From the above mentioned findings of the performances of two groups of students, it can be observed that commercials had a positive influence on persuasive speech presentation. The highest difference between the two groups' performance occurred in category II -speaking style/ delivery. The reason can be that TV commercials always try to grab the attention of the audience by using persuasive words, phrases, slogans and rhetorical questions as their persuasive technique. The students, with whom the commercial was used, could easily identify this technique and was very conscious about incorporating some persuasive words, catchy slogans and rhetorical devices. On the other hand, the students with whom the commercial was not used though they had theoretical knowledge about this technique; however, most of them failed to utilize it in their performance as they did not see the practical application of the technique. The least difference between the two groups' performance occurred in category III -use of reasoning and evidence. The reason could be that both groups learned about argumentative paragraph as a part of their English composition course in their previous trimester. Since students need to use sound reasoning to support their arguments in argumentative paragraphs, they knew about this persuasive technique very well and both groups could use it effectively in their presentations. It was observed that students who were shown advertisement in classroom showed noticeable enthusiasm and confidence compared to students of the other group. Even all the reluctant and a bit shy students of Group A showed interest as they got something in front of them as a model. As a result, their positive responses and productions made the presentation day brighter. To know more about the influence of the TV commercial on their persuasive speech, a survey was conducted among the students of Group A; their responses to the close ended questions were as follows:
Findings and discussion of students' responses
In the first question, the participants were asked whether the TV commercial helped them to get better understanding of persuasive speech and it was found that all theparticipants (30) considered them to be helpful. It is clear from this survey that the students had received some useful ideas from the commercial that helped them to learn better about persuasive speech.
1. Does this commercial help you to understand persuasive speech better?
2. Do you find the persuasive words in the commercial worthy of using in your persuasive speech?
3. Do you think the persuasive tone of the commercial can be incorporated into your persuasive speech?
4. Do you get any idea from the commercial of making your speech more creative?
5. Do you find the gesture, posture and facial expressions of the commercial useful for your persuasive speech?
6. Does this commercial help you to determine and apply the elements required to draw the attention of a particular audience?
7. Do you find learning persuasive speech through using TV commercial motivating and fun? In the second question, they were asked whether they found the persuasive words used in the commercial to be worthy of using in their persuasive speech. 90% of the participants agreed that they were. It is revealed that the language used in the advertisement was perceived to be suitable for usage in their own speeches by the students.
Questions Topic
In the third question, the participants were asked if they think the persuasive tone of the commercial could be incorporated or used into their persuasive speeches. In response, 90% of them stated that it could be done. Persuasive tone is one of the most important features of persuasive speech, and from this survey, it can be understood that the use of it in advertisements is prominent among the components of persuasion. Incorporating persuasive tone in persuasive speech is comparatively easy, as it does not require emphasis on grammatical accuracy or a wide range of vocabulary. Rather, it is oriented to the skill of communication.
Then, the participants were asked whether they got any idea from the commercial of making their speeches more creative. 70% of the students responded that they did get such ideas from the advertisement. Advertisements use innovative devices for grabbing the attention of the audience, some of which can be very helpful for using in persuasive speeches and making them effective, if the situation where they are being used is appropriate for such an action.
Next, the students were asked if they found the gesture, posture and facial expressions used in the commercial to be useful for their persuasive speeches. 80% of them answered that they found these features to be useful. Advertisements often show beautiful people or present celebrity endorsers to convince their audience to buy the products. The gesture, posture, facial expressions, etc. of these people are usually aesthetically pleasing and quite attractive to the audience, and can be effective for persuasion purposes.
Afterwards, the students were asked whether the commercial helps them to determine and apply the elements required to draw the attention of a particular audience, 90% of the students agreed that it does. Presentation techniques vary in advertisements according to the age, tastes, and interests, social and cultural values etc. As a result, students can learn that to persuade different audience, they need to use different persuasive elements.
Lastly, all of the participant students agreed that learning persuasive speech through using advertisements is motivating and fun. Besides attempting to convince the audience to buy products, advertisements serve entertainment purpose as well, which can encourage people; especially the students as they are young and enthusiastic.
Limitations of the study
As the research was conducted on a small scale where sixty students took part in the investigation process, we cannot generalize that the concept that TV commercials can be used as an effective classroom material to enhance students' persuasive speech skill. Another limitation was that only one commercial was used for the study. It would be more effective and efficient if more commercials were used and shown to more students; the result might have been a little bit different.
Recommendations
· Other forms of advertising such as print advertising (newspaper, brochures, magazines, flyers), broadcasting advertising (radio, internet, mobile), outdoor advertising (bill boards, kiosks, trade shows, events), direct mail (catalogues, flyers, letters, postcards), street advertising, games (mobile and computers), etc. can be used to make the class more stimulating.
· Teachers can tell students to create visuals, e.g., posters, flyers, collages to persuade a designated audience to take action on a particular issue or topic.
· There is a claim that advertising debases English as sometimes deviant words are used in advertisements so the students should be made aware of this by the instructor.
· When using commercials in the classroom, it is critical to select commercials that are within the range of students' linguistic abilities and it should be ensured that the attires, photographs and other illustrations, words or linguistic and other expressions are culturally acceptable, audio materials are not too difficult to use or comprehend etc. Otherwise the required impact will not be attained.
Conclusion
It can be observed from the findings that TV commercials can contribute significantly to persuasive speech learning process and their effectiveness in language classroom has been revealed in this study as reflected in better performances of the students who were shown the commercial. As TV commercials shape our perception of reality, it opens a new door in students' faculty that enables them to appreciate and analyze critically the commercials they watch every day and grow up as a good persuasive speaker. They can discover elements of persuasion in advertisements by themselves and use those elements in their real life in every occasion when they need to persuade or convince someone. Thus, in the second language learning classroom, both in EFL and ESL environments, teachers can make a big difference in the persuasive speech class through the use of TV commercials.
